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Are clothes just the pieces of cloth a 
man puts on to protect himself from 
the elements and to uphold the conven-
tions of modesty? This is only partly 
true. Aside from the desire to appear 
pleasing, a man dresses in accord with 
an image. This is a barely articulated, 
subliminal sense of what is appropriate 
to his station in life. Invariably, it re-
flects a man's occupation. 
Businessmen and accountants have 
traditionally been very conservative as 
far as their appearance is concerned, 
preferring a certain conformity that yet 
would say to the world, "I am a busi-
nessman" or "I am a professional." The 
rationale was—and remains—that the 
only thing assertive about a man should 
be his talent and personality and the 
goods or services that he offers his cus-
tomers or clients, not his appearance. 
Dr. J. Peter McNerney, an industrial 
psychologist who has been a consultant 
for Haskins & Sells, explains this 
concept. 
"I think the greatest stress on dress 
in industry was developed by organi-
zations that were trying to sell pro-
fessional services—banks, management 
consultants and accountants," he says. 
"A good many years ago we decided 
that an image would really help our 
services." 
Service "salesmen" have nothing else 
to offer their customers but their own 
expertise; there is no tangible merchan-
dise to offer like new cars, a line of 
dresses, a brand of soup. Instead the 
service professions, bereft of a show-
room or display case as tangible ev-
24 idence of their labor, work largely with-
in the confines of another occupation. 
To escape this sort of overshadow-
ing, the reasoning ran, it would be 
necessary for the accountant and the 
consultant (among other service pro-
fessionals) to compensate by adhering 
to a certain stamp, a controlled presen-
tation of himself that would be rec-
ognized as substance, as moderation, 
as continuity. As far as appearance is 
concerned, this concept resulted in a 
sort of uniform: subtle colors, subtle 
patterns, subtle cuts; a quiet coordina-
tion that resulted in a homogeneity 
among all people in the business and 
service professional world. McNerney 
cited the well-known "IBM image" of 
dark suits and white shirts as a prime 
example of a calculated professional 
image via appearance. Computer sales-
men do not sell just complicated elec-
tronic machinery but also a whole 
concept of service to the customer. The 
psychology of their quiet, conservative 
clothing was to prove they could un-
obtrusively fit in with the bosses and 
employees of a business in all phases 
of its operation. McNerney quoted a 
vice president of Arthur D. Little, a 
prominent consulting firm, who put it 
this way: "We like PhDs on our staff— 
as long as they're properly packaged." 
Within the past decade, however, 
and especially within the past five 
years, this idea that appearance should 
be as understated as possible has run 
headon into a new concept: man as a 
fashion plate suddenly coddled by de-
signers as well as tailors; man as the 
peacock and, in its more extreme form, 
as the faddist. Suddenly men's fashions 
are news and the options for not being 
a lookalike virtually endless. Fewer 
white shirts are being purchased; hats 
have virtually disappeared; ties are 
wild and wide; suits come in a range 
of cuts as well as patterns; sideburns 
are definitely "in" and barbers are no 
longer asked to "clip it close around 
the ears." 
Initially, the business community re-
sisted these blandishments to vanity. 
But recently such frills as wide-lapeled 
Edwardian suits and even muttonchop 
sideburns are appearing in the execu-
tive offices of companies that were 
previously of unrelieved staidness. For 
the most part the new trappings of 
today are being worn by the young 
turks of business: the new graduates 
who demand their right to a certain 
amount of assertiveness and the not-so-
young-but-still-young executives who 
dare to test tradition with relatively 
conservative departures from the estab-
lished norm. 
There are several theories about the 
genesis of this new spirit of loosening 
up in dress and appearance. Fashion-
conscious wives think a little change 
for change's sake would be nice for 
Joe. Even new business school grad-
uates have to some extent been exposed 
to the irreverence of the "youth revolu-
tion." Conformity, the subject of much 
discussion in the last two decades, is 
now in disrepute. Greater affluence has 
made men more susceptible to the 
heavy advertising and promotion of 
fashions. 
But a more elaborate theory, that 
has been cited in part at least by several 
observers, is bound up in the idea of 
"image" that has been so carefully 
fostered by advertising, the communi-
cations media and management. The. 
life style of America from the Kennedy 
years on stresses the importance of 
being now; of being "with it" or, in the 
old fashioned term, of being modern. 
"Progress" means "good"; therefore you 
must be and look progressive. If you 
want your company to grow, you must 
be "on top of it all" and look the part, 
unless, of course, you sell beer made 
the old fashioned way. Advertising 
points the way. General Motors makes 
the cars of tomorrow; shouldn't you 
louk like tomorrow if you drive one? 
An accounting firm advertises for "wide 
ties only" in a help wanted ad in 
Generations, a magazine for young 
executives. 
"We're moving away from what 1 
call the machine age—characterized by 
the assembly line—into an age that 
must be what the Renaissance was like, 
at least for the privileged," McNerney 
claims. The success-oriented man now 
tries to rise to the top of the system 
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without losing his individuality. "They 
feel this is supposed to be a free society, 
with choices and options." Haskins & 
Sells personnel specialists, musing on 
recruiting, agree. "There's less of a 
tendency for young people nowadays 
to follow the pattern; they're not as 
prone to accept things at face value," 
says Al White of the Rochester Office. 
Adds Link Marx of the Philadelphia 
Office: "From time to time I'll hear 
from a student that H&S has a con-
servative image, yet he knows it is very 
progressive as far as technical matters 
are concerned." They and other re-
cruiters want the Firm to get away 
from the public's image of accounting 
as a rather stuffy profession. 
At last year's seminar on recruiting 
plans held by H&S, about an hour was 
spent on discussing the question of 
clothes and grooming before it was de-
cided that practice offices should set 
their own standards. Asked one per-
sonnel specialist, "What about the busi-
ness of hats?" Responded another, to 
a general laugh, "What's a hat?" An-
other comment: "I spend more time 
trying to update the partners and prin-
cipals than in suggesting to the staff 
that they are too mod." Earlier Phil 
Sandmaier, partner in the Executive 
Office, told the seminar: "The young 
people want us to listen to them. We 
should welcome creativity. You should 
encourage creativity, even though 
a creative person causes you some 
difficulty." 
Does the Firm's view of creativity 
extend to the right to dress the way 
one wants to? Well, perhaps. Guide-
lines on clothes and grooming, if there 
are any, are matters for individual of-
fices to decide. A survey of personnel 
administrators throughout the Firm re-
veals that there is no great cause for 
concern. 
Changing times, changing customs. 
A young accountant asked if the office 
minded the fact that he had dyed his 
hair—and mustache!—blond. He was 
told it was all right unless he "broad-
casts it all over." Another office in fun 
took up a collection and bought a con-
servative partner a blue shirt. 
In general, according to the men 
who are responsible for recruiting, H&S 
offices do not look askance at the new 
styles, longer hair and the conservative 
forms of sideburns if the accountant 
presents a neat, well-groomed appear-
ance. The unspoken rule is moderation. 
Hair is still the sensitive issue: it can 
be longer, as long as the guy remem-
bers he is not operating in Bohemia. 
There are mustaches and a few beards. 
All offices avoid sports coats because 
businessmen are not supposed to wear 
sports coats. 
Since the business people Haskins 
& Sells serves are loosening up on once 
rigid appearance standards, the Firm 
can also relax somewhat. The criterion 
for appearance is, "Be considerate of 
the client." The Atlanta Office, for ex-
ample, will look askance at an ac-
countant "only if we think he is going 
to be distracting on the job," says Glenn 
Rosenthal. "If his appearance is not 
going to be disruptive, we certainly 
won't object to it." Al White says that 
new staffers are asked in an orientation 
program "that the clothes they wear 
not be offensive to clients and embar-
rassing to the people they serve with." 
Recruits ask what kind of suits should 
they wear and Ira Cook of Los Angeles 
answers, "Whatever makes you feel 
comfortable in business surroundings." 
Pierre Gonon of Newark tells the un-
certain, "Just take a page from your 
client's book. Ask yourself what you 
think his reaction would be." 
However, the Firm has discovered 
that young men joining the ranks rarely 
manifest any tendency to extreme in a 
mod, mod world. "We're drawing our 
people from the business schools and 
you don't get the same type you might 
find in the arts," Jack McGrath of 
Chicago theorizes. He recalled a re-
cruiting interview at the University of 
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Illinois when "one of the kids came in 
with pretty wild muttonchop sideburns 
and pretty long hair. But he told me 
he hadn't been aware that this was 
interview day; otherwise he'd have 
gone to the barber." 
Once a new graduate joins the Firm, 
there tends to be a leveling out process 
as far as sartorial tastes are concerned. 
"We have seen where we have had on 
maybe one or two occasions a student 
who has come to work for us and he 
is a bit extreme. . . . This is gone after 
a week or two weeks," Link Marx re-
ports. "Usually when these people 
come here they want to belong." "When 
a guy first joins us, he might have a 
mustache and sideburns," notes Ira 
Cook. "Later he'll be wearing just side-
burns and then maybe he'll get rid of 
the sideburns. You'll find that fellow 
members on the staff have a tendency 
to counsel the guy who's too far out." 
Irving Van Slyke of Boston calls this 
"peer control. It's amazing what peer 
control will do for you; it's the biggest 
factor." Barely does the Firm find it 
necessary to advise an accountant that 
his appearance is out of line; but when 
it happens it invariably concerns hair 
length. 
Although some partners as well as 
young accountants are blossoming forth 
with colored shirts, double breasted 
suits and sideburns, older partners tend 
to resist the new fashions. One of the 
senior partners who still clings to con-
servative dress, although he is open-
minded enough to laugh at his own 
ambivalence of attitude, is Malcolm 
Devore of the Executive Office. Mal-
colm, who joined Haskins & Sells in 
1930, remembers that he walked three 
steps to the rear of an English-trained 
senior when he was a junior accountant 
going out on an audit. "The code of a 
professional man was conservatism. It 
would have been a most unusual situa-
tion in the past if an accountant had 
ever showed up on a job without a hat," 
Malcolm theorizes that the present 
is a "time marked by change. W e dress 
the way we do because all of us to an 
extent are a product of our background 
and environment. But there's also an 
evolution as the one who is not yet in 
the Establishment becomes Establish-
ment." Speaking of non-Establishment, 
Malcolm admits to an "initial negative 
reaction" when he sees long sideburns. 
"Then I think, 'What the deuce differ-
ence does it make?"' 
The liberalization of attitude toward 
styles, if worn with taste, is probably 
a healthy one, in his opinion. "Before 
there was too much of a tendency to 
conform in business.... But I would not 
think it advisable to be too conspicuous." 
However, Malcolm personally feels 
bound to old school ways. Would he 
wear a blue shirt—a conservative blue 
shirt—if he were given one? No. Why 
not? He shrugged, "Oh, it's too late." 
But what of people in the business 
community—like the attorney who saw 
red when lie saw sideburns—who are 
actively hostile to the man who dares 
to experiment with styles? Our psy-
chologist friend, Dr. Pete McNerney, 
is ready with another opinion. 
"Dress often reflects how people feel 
about themselves," he says. "The au-
thoritarian person is the one who puts 
a high premium on rigidity, conformity 
and obedience to customs." He is loath 
to alter the kind of appearance he has 
always presented. "The anti-author-
itarian person has a hangup about au-
thority figures." He may mildly express 
this with a new set of sideburns. "So 
many successful guys in business who 
have done very, very hard work haven't 
really worried about expressing them-
selves except in and through work. 
Now some of them look for ways to 
stand out. For all of us, expressing our-
selves is important—and doing a little 
of it in the way we dress is often a 
relatively easy way to take," • 
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